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On Importer Trust and Commitment: A Comparative Study of Two Developing 
Countries 
 
Abstract 
Purpose: Relationship trust and commitment are two key dimensions of international 
exchanges. Both have been extensively investigated from an exporter (as opposed to 
importer) perspective in developed country (as opposed to developing country) 
contexts. To address these gaps, this study aims to develop a model of antecedents and 
outcomes of importer trust and commitment in two developing countries.  
Design/methodology: The authors test the proposed model using data from Chile and 
Bangladesh. Hypotheses were tested using structural equation modeling (SEM). 
Findings: SEM analysis revealed that most of the hypotheses were supported in both 
the Bangladeshi and Chilean context. The findings of this study also suggest that the 
effects of importer transaction-specific investments on importer commitment are 
distinct in the Bangladeshi context.  
Practical implications: Practically, these results show that trust and commitment are 
essential for enhancing importer relationship performance in developing countries. 
Importer trust in a foreign supplier is effective when suppliers are competent and 
provide relatively superior facilities, as opposed to opportunistic proclivity. Importer 
commitment to a foreign supplier is stronger when importers perceive that the foreign 
supplier is not opportunistic, but is knowledgeable and experienced with the importer 
market, and they perceive that it is an advantage importing from that supplier. Cultural 
similarity between importers and foreign suppliers improves importer trust in both 
countries. However, importer commitment in Chile increases with importer transaction-
specific investment, but this is not found to be the case in Bangladesh.  
Originality/value: This study contributes to the importer-exporter exchange 
relationship literature by testing a model of antecedents and outcomes of importer trust 
and commitment. The tested model is one of few that considers developing country 
contexts and incorporates two novel antecedents of trust and commitment: importer 
knowledge and experience, and supplier resource competency. 
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1. Introduction 
The international marketing literature is replete with conceptual and empirical work 
on a wide range of issues that pertain to the export marketing activities of firms 
(Balabanis et al., 2004; Lages et al., 2008; Obadia, 2008; Racela et al., 2007). In 
contrast, relatively less attention has been paid to the import side of the international 
exchange process (Ghymn and Jacobs, 1993; Ghymn et al., 1999; Katsikeas, 1998; 
Leonidou and Kaleka, 1998; Liang and Parkhe, 1997; Novicevic and Harvey, 2004). 
Importers are the counterparts of exporters and as buyers their function is crucial 
because the ultimate success of exporters depends on the behavior of their foreign 
importers (Cannon and Perreault, 1999; Peng and Ilinitch, 1998).  
Engaging in close relationships with foreign suppliers is considered an important 
source of competitive advantage for importers (Samiee and Walters, 2003; Sharma et 
al., 2006). In recent years, scholars have investigated different aspects of importer 
behavior (Liang and Parkhe, 1997), such as import stimuli (Katsikeas, 1998), import 
problems (Katsikeas and Dalgic, 1995), import motivation (Katsikeas and Kaleka 
1999), importer relationship strength (Hewett et al., 2006), importer selection of foreign 
suppliers (Lye and Hamilton, 2001), and importer relationship performance (Lye and 
Hamilton, 2001; Skarmeas et al., 2002). Recent studies have also examined distributor 
effectiveness in import channels (Nevins and Money, 2008), the roles of reciprocity 
(Lee et al., 2008) and benevolence (Lee et al., 2007) in the importer-exporter 
relationship, and importer relationship quality (Skarmeas and Robson, 2008).  
A common finding that has emerged from these studies is that trust and 
commitment are essential for exporter and importer positive relationship outcomes, 
including relationship quality, satisfaction, and performance (Lohtia et al., 2005; 
Nevins and Money, 2008; Skarmeas et al., 2002; Skarmeas and Robson, 2008; Styles et 
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al., 2008). Consistent with research on business-to-business relationship situations 
(Ambler and Styles, 2000; Berthon et al., 2008; Voss et al., 2006; Zabkar and Brencic, 
2004), these studies find that trust and commitment bind the importer and exporter to a 
relationship and help ease task complexity, high uncertainty, and contractual rigidities, 
all of which affect long-term success (Cullen et al., 2000).  
Trust is defined as the willingness to rely on an exchange partner in whom one has 
confidence (Moorman et al., 1992). Further, trust exists when one party has confidence 
in the reliability and integrity of their exchange partner (Morgan and Hunt, 1994). It has 
emerged as a central theme in international collaboration and symbolizes the strength of 
partners’ ties (Li, 2007). Trust has received widespread attention in the literature on 
buyer-seller relationships (Suseno and Ratten, 2007), relationship marketing (Morgan 
and Hunt, 1994), strategic alliances (Cullen et al., 2000; Voss et al., 2006), business-to 
business relationships (Zabkar and Brencic, 2004), and investigations of importer-
exporter relationships (Katsikeas et al., 2009; Zaheer and Zaheer, 2006). The extant 
literature has also identified several antecedents of trust, such as opportunism (Morgan 
and Hunt, 1994; Katsikeas et al., 2009) and cultural similarity between partners 
(Amelung, 1994). In addition, a number of studies have found that trust improves 
partner performance (Cullen et al., 2000; Katsikeas et al., 2009; Zhang et al., 2003). 
Further, the term commitment indicates a desire to continue a relationship with a 
partner (Richey and Myers, 2001). Commitment has been studied in buyer-seller 
relationships (Anderson and Weitz, 1992), relationship marketing (Morgan and Hunt, 
1994), strategic alliances (Cullen et al., 2000), business-to business relationships 
(Zabkar and Brencic, 2004), marketing strategic alliances (Voss et al., 2006), and cross-
border relationships (Styles et al., 2008). Previous studies have identified several 
antecedents of commitment, such as opportunism (Joshi and Arnold, 1997; Skarmeas et 
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al., 2002) and transaction-specific investment (Skarmeas et al., 2002). Furthermore, 
Skarmeas and colleagues (2002) found that importer commitment has a positive impact 
on importer relationship performance. 
Although the contribution of these studies is notable, the antecedents and outcomes 
of relationship trust and commitment are understood largely from studies conducted in 
developing country contexts (Kim and Oh, 2002; Lye and Hamilton, 2001; Skarmeas 
and Katsikeas, 2001; Skarmeas et al., 2002). Only a few relationship studies consider 
developing countries and they focus mainly on the exporter’s point of view (Katsikeas 
and Piercy, 1991; Llanes and Melgar, 1993; Wasti and Wasti, 2008).  
Developing countries are often characterized by low per capita income, economic 
and political instability and underdeveloped infrastructure (Khanna and Palepu, 1997). 
Given the differences between developed and developing economies, the generalization 
of prior research may not be appropriate. Specifically, the literature suggests that 
dissimilar institutional and cultural environments may affect relationship behavior (Kim 
and Oh, 2002; Luo, 2002; Rosenbloom and Larsen, 2003). For example, Dyer and Chu 
(2000) found that the institutional environment affected the development of trust when 
comparing Japanese, Korean, and US buyer-seller relationships. Furthermore, Kim and 
Oh (2002) found that environmental factors influenced importer commitment because 
of the embeddedness of importers in a larger social context.  
Overall, this investigation strives to contribute to the current knowledge on importer 
relationship behaviour in three ways. First, drawing on the literatures of transaction-
cost economics (TCE) (Williamson, 1985), internationalization process theory (IP) 
(Johanson and Vahlne, 1977), and resource-based view (RBV) of the firm (Barney, 
1991), we develop a model with antecedents and outcome of importer trust and 
commitment to a foreign supplier. We propose that cultural similarity between an 
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importer and a foreign suppler, as well as importer transaction-specific investment and 
supplier opportunism influence importer trust and commitment to a foreign supplier. In 
addition, we propose that importer trust and commitment are positively related to 
importer relationship performance. Although the effects of opportunism, transaction-
specific investment, and cultural similarity between an importer and a foreign supplier 
already have been examined in previous studies, they have not been tested in a 
developing country context.  
Second, we investigate two relatively unexplored antecedents of importer 
commitment and trust: foreign supplier resource competency, and importer knowledge 
and experience. Drawing on RBV, supplier resource competency refers to how 
suppliers’ resources and competencies bind importing firms into a continuing long-term 
relationship. Based on IP, importer knowledge and experience of the foreign supplier’s 
products and processes as well as its own market can enhance relationship outcomes. 
Finally, we test this model using structural equation modeling (SEM) in two 
developing-country contexts: Bangladesh and Chile. These countries were chosen 
because they embody two different cultures from developing continents, which will 
enable comparisons across developing countries and increase the generalizability of the 
findings. This is an opportunity to verify whether theoretical models created in 
developed countries explain the same underlined causal effects across developing 
countries and thus can continue to be used in developing country contexts.  
This article proceeds as follows. In the next section, we present our conceptual 
model and develop hypotheses by reviewing the relevant literature. Next, the research 
method is detailed, including the measures and data collection in two countries. 
Subsequently, the results of the data analyses are presented, followed by a discussion of 
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the major findings and managerial implications. Finally, some limitations of the study 
are noted, along with avenues for future research. 
2. Research Framework 
The international purchasing research suggests that importing is a dynamic process 
that is influenced by company-specific elements and the environmental context 
(Quintens et al., 2005). In addition, importers and exporters may differ in their 
rationale, objectives, and competitive strengths for developing relationships due to their 
different roles in the buyer-seller process (Lye and Hamilton, 2001; Overby and 
Servais, 2005). Importers may also have more power than exporters in the exchange 
relationship and more influence on decision making related to the processes and 
marketing mix activities of the exporter because they are closer to the final consumer 
(Leonidou, 1989). Thus, importers may behave differently to exporters in the 
international market. For example, Lye and Hamilton (2001) analyzed perceptions of 
importers and exporters in the same exchange relationship and found differences in 
perceptions concerning relationship strength and performance. Differences in 
perception between importers and exporters can also lead to differences in criteria for 
partner selection (Luo, 1997), switching behavior (Shankarmahesh et al., 2003), and 
partner commitment (Park and Ungson, 1997).  
Moreover, cultural differences complicate relationships between importers and 
foreign exporters (Salmi, 2006). Differences in cultures have long been acknowledged 
as an explanation for different business practices (Hofstede, 1980), and national culture 
has been shown to influence buyer behavior across markets in industrial settings 
(Money et al., 1998) and the development of trust and commitment in partnerships 
(Brencic and Zabkar, 2003; Bstieler and Hemmert, 2008; Dyer and Chu, 2003; Huff 
and Kelley, 2003; Zaheer and Zaheer, 2006). For example, Quintens and colleagues 
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(2005) found differences in the driving forces behind international purchasing across 
different countries. Moreover, Huff and Kelley (2003) found that individuals from 
collectivist cultures (e.g. Asian countries) had lower propensity to trust external 
partners because collectivist cultures exhibit a bias against out-groups. Similarly, 
Sharma and colleagues (2006) found that group affiliation in some cultures is more 
important than individual preferences in trading relationships. Overall, these studies 
imply that importers from different cultures may have distinct relationship behavior.  
This study draws on TCE (Williamson, 1985), IP (Johanson and Vahlne, 1977), and 
RBV (Barney, 1991). TCE focuses on human and environmental factors that affect 
firms’ transaction costs and ultimately the relationship between the transacting parties 
(Williamson, 1985). Moreover, the gradual acquisition, integration, and use of 
knowledge about foreign markets is seen as essential in IP, leading firms to increasing 
commitment to foreign markets (Johanson and Vahlne, 1977). RBV views firms in 
terms of unique bundles of resources that provide the basis for pursuing a competitive 
advantage (Barney, 1991). Following these theoretical approaches, the literature on 
strategic alliance (e.g., Cullen et al., 2000), distributor-supplier relationships (e.g., 
Sharma et al., 2006), and exporter-importer relationships (e.g., Skarmeas and Robson, 
2008) provide the background for investigating the antecedents and outcomes of 
commitment and trust in an international exchange context.  
Previous studies have revealed that opportunism and transaction-specific 
investment are antecedents of trust and commitment (e.g. Coote et al., 2003; Kwon and 
Suh, 2004; Skarmeas et al., 2002). Opportunism is defined as self-interest-seeking with 
guile (Williamson, 1985), and occurs when suppliers withhold critical information, 
misrepresent facts, apply trickery, or take advantage of trading partners (Wathne and 
Heide, 2000; Williamson, 1985). Transaction-specific assets are the result of an 
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importer investment in assets that are highly specialized to the exchange relationship 
(Williamson, 1981), such as purchasing equipment or conducting employee training. 
TCE (Williamson, 1985) is also used to explore transactions between culturally similar 
markets (Amelung, 1994). Cultural similarity between partners reduces transaction 
costs and enhances relationships between partners through learning, sharing knowledge, 
and trust-building processes (Boyce, 2001). 
Importer knowledge and experience, as an antecedent of importer commitment, is 
rooted in IP theory, which views firms increasing commitment to foreign markets by 
gradually acquiring and integrating knowledge about foreign markets (Chetty and 
Eriksson, 2002; Johanson and Vahlne, 1977). Drawing on RBV (Barney, 1991; 
Wernerfelt, 1984), resource  competencies are intangible capabilities that create 
competitive advantage for firms. This suggests that foreign supplier’s resource 
capabilities can facilitate a trusted and committed relationship between exchange 
partners, although it has not been tested previously as an antecedent of trust or 
commitment on international relationships. 
Based on the preceding review, Figure 1 presents our conceptual framework. The 
model illustrates the antecedents and outcome of importer trust and commitment. The 
hypothesized relationships are discussed in the following section. 
Take in Figure 1 
3. Hypotheses Development 
3.1 Importer Commitment and Relationship Performance  
Commitment is a key construct in the paradigm of international relationship 
marketing. Commitment is defined as an exchange partner’s belief that an ongoing 
relationship with another is so important that it warrants maximum efforts to maintain it 
(Morgan and Hunt, 1994). From an importer’s perspective, commitment is a sense of 
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unity that binds the importer to its overseas supplier (Kim and Frazier, 1997) and 
involves the development of a close and valued relationship with a foreign supplier 
(Moorman et al., 1992). Commitment has three essential components: continuance, 
behavioral, and affective commitment (Skarmeas et al., 2002). Continuance 
commitment is defined as an importer’s desire to continue a relationship with an 
overseas supplier. Behavioral commitment reflects the extent to which an importer 
provides special help to its overseas supplier in times of need. Affective commitment 
refers to the sense of unity that binds an importer to its overseas supplier (Kim and 
Frazier, 1997). In this study, we take a one-dimensional view of commitment, and focus 
on the continuance dimension of commitment to specifically understand developing 
country importer’s desire to continue a relationship with a foreign supplier.    
Skarmeas et al. (2002) found that importer commitment has a positive impact on 
importer relationship performance which is defined as “the extent to which the 
importer’s relationship with the overseas supplier is productive and rewarding” 
(Skarmeas et al., 2002, p.764). This is consistent with previous research on 
commitment which largely draws on TCE (Williamson, 1985). For example, Holm et 
al. (1996) found that supplier commitment has a positive relationship with relationship 
profitability. Bucklin and Sengupta (1993) also suggest that the perceived effectiveness 
of a relationship depends on commitment. When an importer is committed to a foreign 
supplier it may reduce transaction costs (Anderson and Weitz, 1992) and mitigate the 
uncertainty of continuously searching for new partners (Gundlach et al., 1995). High 
levels of commitment can encourage importers to involve themselves to a larger extent 
with foreign suppliers by allocating additional resources to the relationship, which will 
consequently increase importer performance (Anderson and Weitz, 1992). Thus, an 
importer firm committed to a foreign supplier is more likely to perform well and 
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engage in activities that surpass expected tasks (Kim and Frazier, 1997; Kumar et al., 
1995). However, this needs to be tested in a developing country context. Thus, we 
propose the following hypothesis:  
Hypothesis 1: There is a positive relationship between importer commitment 
to a foreign supplier and importer relationship performance.   
3.2 Importer Trust and Relationship Performance  
In this study we will focus specifically on the honesty and integrity dimension of 
importer trust. Firm trustworthiness is found to improve performance by reducing 
transaction costs resulting from the need for contracts, which are costly to write and 
enforce (Dyer and Chu, 2003). For example, some studies report that the consequence 
of trust is relationship effectiveness (Moore, 1998), while others report that trust 
influences a partner’s intention to stay in a relationship (Ruyter et al., 2001). Research 
has revealed that distributor (i.e. importer) trust results in increased relationship and 
financial performance (Nevins and Money, 2008; Siguaw et al., 1998; Skarmeas, 
2006). According to Katsikeas et al. (2009), trust leads exchange partners to enhanced 
performance outcomes over time. This is based on the notion that trust sets in motion 
structuring and mobilizing mechanisms that enable firms to reduce transaction costs 
and create added value in cross-border exchange relations. Overall, these studies 
suggest that trust positively affects importer relational performance. Although most 
studies have been conducted in developed country contexts, Dyer and Chu (2003) 
found that trust lowers transaction costs and improves relationship quality and profit 
performance for buyers in both developed and developing countries. Although the 
outcomes of trust may vary across cultures (Bstieler and Hemmert, 2008; Zaheer and 
Zaheer, 2006), it is expected that trust will positively affect importer relationship 
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performance in a developing country context. Thus, we propose the following 
hypothesis: 
Hypothesis 2: There is a positive relationship between importer trust in the 
foreign supplier and importer relationship performance.   
3.3 Importer Transaction-Specific Investment and Importer Commitment  
Drawing on TCE, transaction-specific assets are investments in durable assets that 
are highly specialized to the exchange relationship. They are not easily redistributed 
and have little salvage value in other relationships (Williamson, 1981). Such 
investments vary in their degree of specificity (Heide and John, 1988). Importers’ 
transaction-specific investments that are idiosyncratic to their foreign suppliers may 
take several forms, such as obtaining training for employees, purchasing particular 
equipment, or purchasing a distinct database. Such investments imply an outlay and 
constitute an incentive to create importer commitment to foreign supplier relationships 
(Kim and Frazier, 1997). It is the importer’s initiation of an investment uniquely related 
to a foreign supplier that motivates the importer to maintain a commitment to that 
supplier. Accordingly, scholars have also found that a high degree of importer 
transaction-specific investment has a significant impact on importer commitment to the 
cross-cultural importer-exporter relationship (Skarmeas et al., 2002). However, this 
finding is based on evidence exploring developed country importer commitment and 
consequently requires validation in a new research setting. Thus, we hypothesize:  
Hypothesis 3: There is a positive relationship between the importer transaction-
specific investment and importer commitment to a foreign supplier. 
3.4 Foreign Supplier Opportunistic Behavior and Importer Trust 
Opportunism leads to acts such as withholding or distorting critical information, 
failing to fulfill promises or obligations, and lying or cheating (Wathne and Heide, 
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2000; Williamson, 1985). Thus, opportunism generates the universally-experienced 
feelings of resentment and frustration in the other party. Jap (1999) defines trust as the 
ability to rely on an exchange partner to meet promises and expectations. If these 
expectations are not met then trust will be diminished. The literature is consistent with 
this assertion. Although one study reports a non-significant effect of opportunism on 
trust (Moore, 1998), most of the extant literature has found a negative effect of 
opportunism on trust (e.g., Morgan and Hunt, 1994). These findings suggest that the 
impact of the opportunistic inclination of suppliers on importer trust in a developing 
country context should also be negative. Thus, we will test the following hypothesis: 
Hypothesis 4: There is a negative relationship between the importer’s 
perception of the supplier’s opportunism and importer trust. 
3.5 Foreign Supplier Opportunistic Behavior and Importer Commitment 
A foreign supplier that engages in opportunistic behavior may withhold critical 
information, misrepresent or distort information, evade obligations, fail to honor 
promises, or take advantage of its trading partner (John, 1984; Wathne and Heide, 
2000). Relationship commitment develops in the long run passing through a series of 
incremental stages in which partners must provide signals of goodwill, act in good 
faith, and prove their allegiance (Dwyer et al., 1987). Conversely, supplier opportunism 
suggests suspicious behavior, generates animosity, and may incite resentment for the 
importing firm. Thus, drawing on TCE, foreign suppliers’ opportunistic behavior can 
negatively affect importer commitment because it exposes the importer to greater risks 
and increases the cost of the transaction by requiring extensive written contracts 
intended to curb guileful behavior and extensive monitoring of the terms of the 
exchange (Williamson, 1985). This is consistent with previous studies have highlighted 
the negative effect of opportunism on commitment (Joshi and Arnold, 1997; Skarmeas 
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et al., 2002), on importer’s future purchase intention with that supplier (Skarmeas, 
2006), and on diminished partnership revenues (Wathne and Heide, 2000). 
Consequently, the opportunistic inclination of suppliers is predicted to negatively affect 
importer commitment in a developing country context because turbulent environments 
encountered in less developed markets can be conducive to conditions that facilitate 
supplier malfeasance (Skarmeas et al., 2002). Thus, the following hypothesis is stated: 
Hypothesis 5: There is a negative relationship between the importer’s 
perception of the supplier’s opportunism and importer commitment. 
3.6 Importer Knowledge and Experience and Importer Commitment 
As firms begin to engage in international activities, they form relationships that 
provide knowledge about a foreign market (Johanson and Vahlne, 1977). Importer 
knowledge about the foreign supplier’s products and technical attributes, markets, and 
processes may enable the importer to conduct better product purchases, which lowers 
costs and increases benefits in the relationship with the foreign supplier (Homburg et 
al., 2002). Importers acquire experiential knowledge through relationships with foreign 
suppliers (Welch and Luostarinen, 1993). Such knowledge helps to increase inward 
international activities which leads to increased commitment to an overseas market 
(Karlsen et al., 2003). Furthermore, it has been found that the knowledge gained 
through the experience of business activities in a specific overseas market is the 
primary means of increasing commitment to the foreign market, which is instrumental 
for importer commitment to a foreign supplier (Johanson and Vahlne, 1990).  
Distributor experience is the distributors’ exposure to the supplier’s product lines 
and markets (Celly and Frazier, 1996). Inexperienced distributors may perceive a 
higher risk leading to a reduction in motivation to support their supplier’s offerings 
(Celly and Frazier, 1996). Within the domain of international purchasing, the level of 
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experiential knowledge of a specific foreign supply market influences the ability of 
importers to cope with problems encountered in international exchange (Katsikeas and 
Dalgic, 1995), and may compensate for deficiencies deriving from less stable and 
resourceful environments (Luo, 2002). International experience can also add value to an 
importer’s reputation and product image in its market (Luo, 2002). Thus, it may be 
inferred that importer knowledge and experience with respect to a foreign supplier’s 
products and market needs, and understanding the supplier’s preferred procedures and 
technical efficiency enables importers to maintain and enhance relationship 
commitment with their foreign suppliers. Therefore, we hypothesize the following: 
Hypothesis 6: There is a positive relationship between an importer’s knowledge 
and experience and an importer’s commitment. 
3.7 Cultural Similarity and Importer Trust 
Cultural similarity between an importer and a foreign supplier in this study refers to 
the degree to which an importer and a foreign supplier are similar in terms of language 
and business practices. The foreign market expansion models of internationalization 
imply that firms perform better in foreign markets that are culturally similar to that of 
their home market (Hewett et al., 2006; Johanson and Vahlne, 1977) as a result of 
similarities in language, business practices, and cultural environment (Conway and 
Swift, 2000). Moreover, international buyers and sellers are more likely to prefer 
culturally similar markets to engage in long-term relationships, which may generate 
trust for long-term business gain (Kanter and Corn, 1994). Lane and Beamish (1990) 
emphasize that cultural similarity between foreign partners has the greatest bearing on 
the maintenance of an international partnership. From transaction cost theory, Amelung 
(1994) suggests that cultural similarity between cross-cultural transacting parties not 
only reduces transaction costs but also acts as an impetus for building trustworthy 
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relationships. Furthermore, Nevins and Money (2008) found that trust mediates the 
negative effect of cultural differences on channel performance. Although Ha et al. 
(2004) found that the cultural background of the exporter does not affect importer trust, 
the literature largely suggests that importers are more likely to seem trustworthy to 
suppliers in culturally similar markets. On the basis of these arguments, we hypothesize 
the following: 
Hypothesis 7: There is a positive relationship between the importer’s and the 
foreign supplier’s cultural similarity and importer trust. 
3.8 Foreign Supplier Resource Competency and Importer Trust 
A firm can achieve a sustainable competitive advantage by using its resources and 
competencies to establish and maintain a unique operational focus (Barney, 1991), and 
achieve differentiation from other firms (Prahalad, 1993). Supplier resource 
competency considers technical and production expertise along with knowledge of the 
importer’s organization, markets, competitors and capabilities in distribution and sales 
(Bakker et al., 1994; Selnes, 1998). Supplier’s  competitive quality, warranty, prices, 
payment terms, technical ability, knowledgeable salespeople, and frequency in delivery 
services can be a guaranteed source of sustainable competitive advantage in a global 
sourcing strategy (Kotabe and Murray, 2004) and for international buyers (Lau, 2002).  
Supplier market familiarity is the supplier’s knowledge of the idiosyncrasies of 
distributor markets in which products are sold, such as knowledge of local business 
conditions and customer requirements (Celly and Frazier, 1996). Celly and Frazier 
(1996) found that when suppliers have high familiarity with the distributor’s 
(importer’s) market, they are more likely to provide better direction on what must be 
done to improve performance. This is especially important in developing countries 
where environments are less structured and stable (Katsikeas and Piercy, 1991; Wasti 
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and Wasti, 2008). Furthermore, relationship marketing theory that suggests that 
exchange is dependent on the identity of the partners (Dwyer et al., 1987). For 
example, whether the importer trusts the foreign supplier to fulfill the contractual 
obligation (or solicited order) is inferred by the foreign supplier’s reputation and 
performance. This reputation is based on perceptions of the actual selling competencies 
of the foreign supplier. Thus, the following hypothesis is stated:  
Hypothesis 8: There is a positive relationship between the importer’s 
perception of a foreign supplier’s resource competency and importer trust.  
3.9 Foreign Supplier Resource Competency and Importer Commitment 
Resource competencies differentiate supplier firms from others in the competitive 
market based on their offerings for importing firms. Moreover, supplier resource 
capabilities influence purchasing firms to evaluate and seek competitive advantage 
from the supply market (Masella and Rangone, 2000). Scholars argue that supplier 
resource capability is one of the drivers of a collaborative relationship with a strategic 
supplier (Humphreys et al., 2001) and that it influences buying firms to evaluate and 
seek competitive advantage (Masella and Rangone, 2000). These supplier competencies 
may attract overseas buyers and help build long-term importer commitment with the 
supplier. Previous research has found that an exporter’s performance is positively 
associated with the quality of the importer-exporter relationship (Skarmeas et al., 
2008). This suggests that a supplier’s resources and capabilities can create competitive 
offers for importing firms, which help build commitment in the relationship. This is 
because the distinct competitive competency of a supplier ties the international buyer 
into a long-term relationship. Therefore, we propose the following hypotheses:   
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Hypothesis 9: There is a positive relationship between the importer’s 
perception of foreign supplier’s resource competency and importer 
commitment.  
4. Research Methodology 
4.1 Research Setting, Unit of Analysis, and the Sample  
Theories tested in developed country contexts may need to be replicated in 
developing country contexts for the purpose of generalizability. This is because the 
macroeconomic environment and business practices of a developing country may vary 
from those of developed countries. Although cross-cultural research raises many 
theoretical and methodological concerns (LaBahn and Harich, 1997), these concerns 
are absent in the current academic practices that compare whether developing-country-
based theoretical reasoning and methodological applications are distinct or alike.  
Thus, we selected two developing countries for this study: Bangladesh in Asia and 
Chile in Latin America. We chose two countries in different continents to ensure 
different environments. Further, we chose Chile because it is among the wealthiest 
developing countries (gross national income [GNI] per capita of US$8350) and 
Bangladesh because it is among the poorest developing countries of the world (GNI per 
capita of US$470) (World Bank, 2007). In addition, there are significant cultural 
differences between the countries in terms of their historical background, collectivism, 
uncertainty avoidance, language, and religion, which may affect some elements of 
importer-exporter relationships (Luo, 2002; Styles et al., 2008). Although they are 
culturally, economically, and geographically distant, both developing countries have a 
similar need for value-added imports and import demand for backup linkage industries 
and local consumption (EIU, 2008; Wall Street Journal, 2008).  
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To develop a reliable comparative investigation, we put together two sampling 
frames from databases available in Bangladesh and Chile. We built up the Bangladesh 
sampling frame from a register of importers maintained by the office of the Chief 
Controller of Import and Export of the Government of Bangladesh. This sampling 
frame provided a list of 7590 commercial and 569 industrial importers. Using a 
systematic random sampling method, an initial sample of 2000 importing firms (500 
industrial and 1500 commercial firms) was chosen. The commercial firms imported 
finished products that were sold directly to customers or consumers, while the industrial 
firms imported products that were used as inputs to produce finished products. 
Commercial banks were contacted to cross-check the list of importers from their 
register of clients, to determine the current contact addresses of the firms, and to 
identify key respondents (either a manager or key import decision maker) who could 
act as informants.  
The Chile sampling frame was developed from the Chilean Import-Export Bureau 
Directory (http://www.prochile.cl/servicios/directorio/resultado_ucrm.php). This 
government directory provided a list of 5123 commercial and industrial importers and 
included detailed contact information for each firm. Using a systematic random 
sampling method, an initial sample of 500 industrial and 1500 commercial firms was 
chosen and contacted to ensure that they were active in importing and to identify key 
respondents who could act as informants.  
The unit of analysis in this study was a specific relationship between an importer 
and a foreign supplier with respect to a particular importing activity. This was intended 
to capture an importer’s perception of the venture’s significant supplier relationship. In 
both countries, each importing firm was contacted by telephone to check the contact 
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address (i.e. e-mail address in Chile and mail address in Bangladesh), to identify the 
appropriate key informant, and to solicit participation in the survey.  
4.2 Measurement of Variables 
The operational definitions and measurement domains for each theoretical construct 
in the proposed model are briefly discussed. Importer commitment was measured using 
a six-item scale that tapped into pertinent facets of the importer’s perception of 
commitment, including intention to continue the relationship, willingness to develop 
and maintain the relationship, expectations of future purchases, and satisfaction with 
level of cooperation in the relationship with the supplier. The measurement items were 
adapted from Coote and colleagues (2003), Skarmeas and colleagues (2002), and 
Zineldin and Jonsson (2000). Importer trust measured the importer’s perception of 
supplier attitude in terms of honesty, reliability, trustworthiness, openness, integrity, 
and relationship supervision requirements with a six-item scale. The items were derived 
from Mavondo and Rodrigo (2001), Coote and colleagues (2003), and Wilson and 
Vlosky (1997), and were altered to match the import supply context. Although cultural 
similarity between partners has been measured in extant studies using a cultural index 
(Hofstede, 1980), this study developed a measure of business cultural similarity using 
the work of Swift (1999) and Sim and Ali (1998). The measure captures the import 
manager’s perception of cultural similarity between the importer and its foreign 
supplier. A five-item scale was used that reflected importers and suppliers’ socio-
business cultural similarity in terms of style of greetings, negotiations, business 
practices, ethics, contracts, and agreements. Two of the operational indicators were 
similar to those in a study conducted by Lee and colleagues (2007). 
The importer knowledge and experience construct describes the importers’ 
perception of their knowledge and experience with respect to the home and foreign 
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markets, familiarity with market needs, understanding the suppliers’ preferred 
procedures and technical efficiency in evaluating the product. A five-item scale tapping 
into knowledge compatibility, requirements, experience, and the technical ability of the 
importing firm was adapted from Celly and Frazier (1996) and Ozanne and colleagues 
(1992) to match the importer supplier context. Supplier opportunism comprised five 
items for operationalizing the importer’s perception of the supplier’s opportunistic 
behavior during the period of exchange relationship and negotiations. All items were 
adopted from Skarmeas et al., (2002) and capture importers’ perceptions of suppliers’ 
practices of raising needs, breaching agreements, altering facts, revealing negotiation 
gaps, and seeking benefit to the importer’s detriment.  
Supplier resource competency captures the importers’ perceptions of the advantage 
of importing from a supplier because of specific supplier capabilities and resources, 
such as suppliers’ competitive quality, warranty, prices, payment terms, technical 
ability and knowledge, knowledgeable salespeople, and frequency of delivery services. 
Researchers have used these tangible and intangible capabilities of suppliers to develop 
the measure. As the domain specification indicates, seven items of this construct 
measure were adopted from Karande et al. (1999) and Cavusgil and Yavas (1987). 
Importer transaction-specific investment measures the degree to which an importer 
perceives a dedication of investment in building, facilities, and personnel specific to an 
import supplier, the risk of withdrawing that investment, and the intellectual property 
involved in carrying the supplier’s product line. For this construct, four items were 
sourced from Ganesan (1994) and two additional items were adopted from Skarmeas 
and colleagues (2002). Finally, the dependent variable, importer relationship 
performance, was operationalized using a four-item scale that comprised indicators of 
the degree of relationship effectiveness, reward, productiveness, and worth as an 
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outcome of importer trust and commitment to a foreign supplier. The scale items were 
adopted from Bucklin and Sengupta (1993) and LaBahn and Harich (1997). 
4.3 Instrument Development  
For the process of instrument development, a structured questionnaire was designed 
using subjective rating scales that incorporated the previous operational indicators of 
each variable. Drawing on existing literature, scale items were adapted and adopted to 
capture managers’ perceptions and behaviors to operationalize the variables. 
Respondents were asked to rate their perceptions on seven-point Likert scales (1 = 
“strongly disagree” and 7 = “strongly agree”) for most of the independent variables 
(IVs).  
We took several steps to overcome non-method bias in responses. First, a seven-
point semantic differential scale was used, mixing both positively and negatively 
worded items to psychologically and proximally separate the variables and overcome 
common method bias in responses (Podasakoff et al., 2003). We varied the scale item 
location, physical presentation, and response format. To satisfy the statistical concern 
of common method bias variance during collecting data, reverse questionnaire items 
were recoded to make the constructs symmetrical (Podsakoff and Organ, 1986). 
Exploratory factor analysis was conducted for both data sets, and there was no single 
factor that accounted for most of the variance in the predictor and criterion variables. 
We conducted principle component analysis which revealed that all the indicators of 
the measures loaded to the respective constructs without showing any cross loading or 
without suggesting/emerging any new construct. Therefore, common method bias 
variance was not a problem in this study.  
To check the content and face validity of the questionnaire, two depth interviews 
were conducted with businesspeople of different cultures in Australia. Accordingly, we 
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sorted relevant items from the extant studies used in different contexts and developed a 
list of items for each construct. Seven academics in the field of international marketing 
and international business assessed the preliminary version of the questionnaire to 
evaluate the content validity of the selected measures. The assessment indexes of the 
proportion of substantive agreement and validity coefficient for each construct’s 
indicators and/or items were put forward to identify the suitable items for each 
construct (Anderson and Gerbing, 1991). Subsequently, the English version of the 
questionnaire was pretested in Australia. The instrument was then refined to enhance its 
clarity on the basis of feedback received. Further, the instrument was translated into 
Bangla and Spanish by one bilingual translator from each country. As emphasized in 
the literature (Brislin, 1970), a three-member committee of bilingual academics from 
both Bangladesh and Chile reviewed the Bangla and Spanish versions of the 
questionnaires to assess the flow and terminology, which improved the readability and 
comprehensibility of the final version of the questionnaire. Both versions of the 
questionnaire were further pretested in Bangladesh and Chile, with minor changes 
made before the final survey.  
4.4 Informant Selection and Survey Response 
In Bangladesh, out of the 2000 initially sampled firms, a total of 600 firms agreed to 
participate in the study and thus the survey packages were mailed to them. The survey 
package included a Bangla version of the questionnaire, a return envelope, and a letter 
of request from the Head of School to participate in the survey. Respondents were 
assured anonymity and promised a summary report of the research findings if the 
manager requested them. A total of 262 responses were received (43.67% response 
rate) after follow-up telephone calls and a second wave of mail. Twenty one surveys 
were eliminated because they were incomplete.  
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In Chile, after confirming e-mail addresses and contact people, an e-mail message 
was initially sent informing firms about the study and requesting their participation. A 
week later, 1000 online surveys were sent by e-mail along with a letter of request from 
both authors to participate in the survey. Respondents were assured anonymity and 
promised a summary report of the research findings. After follow-up telephone calls 
and two waves of e-mail surveys sent over 30 days, a total of 215 responses were 
received (21.5% response rate). Seven were eliminated because they were incomplete. 
To identify the extreme outlier cases in the data refinement process, we conducted 
standardized residual statistics using  3 SD and evaluated Mahalanobis distance 
greater than χ2(8) = 26.125 (p < .001) respectively (Tabachnick and Fidell, 2001). We 
found nine extreme cases in the Bangladesh sample and four extreme cases in the Chile 
sample. These cases were excluded from the analysis. Potential non-response bias was 
appraised on the basis of Armstrong and Overton’s (1977) procedure that compares 
early-response and late-response groups (i.e. group response comparison). No 
significant differences were found between these two groups, which indicate that non-
response bias was not a concern in this study. 
4.5 Measurement Validation 
The Bangladesh data set (n = 232) and Chile data set (n = 204) were analyzed. 
Descriptive statistics for the retained cases in both data sets revealed normality of the 
data. The scale reliability test of the measures revealed that one item in commitment and 
supplier resource competency respectively had very low inter-item correlation with 
other items in their respective scales in both contexts. Therefore, the two items were 
deleted from the measurements before conducting confirmatory factor analysis (CFA). 
The remaining 43 items of eight constructs were subjected to CFA using AMOS-16 
(Byrne, 2001). The initial CFA results indicated that the models in both contexts fit the 
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data poorly and needed modification, as the cutoff ranges of fit indexes were below the 
recommended levels. Expected change statistics of error covariances suggested 
misspecification associated with some of the interrelated items in the constructs. As a 
result, the items were deleted to improve the CFA model fit. Finally, upon some 
suggested modifications in the inter-item correlations and initial CFA analyses, final 
CFA analysis was conducted on the 33 retained items with the covariance matrix as 
input, which revealed a parsimonious fit to the data for both the Bangladesh and Chile 
contexts. 
While the chi-square (χ2) values for the CFA model were significant for data from 
Bangladesh (768.0, d.f. 476, p = .000) and data from Chile (899.81, d.f. 476, p = .000), 
the overall fit in both contexts was reasonable, with satisfactory values in the IFI 
(Incremental Fit Index) of .94 for Bangladesh and .90 for Chile, TLC (Tucker-Lewis 
Index) of .93 for Bangladesh and .89 for Chile, CFI (Comparative Fit Index) of .94 for 
Bangladesh and .90 for Chile), χ2/d.f. of 1.61 for Bangladesh and 1.89 for Chile, and 
RMSEA (Root Mean Square Error of Approximation) of .052 for Bangladesh and .066 
for Chile. The AMOS-16 standardized loading scores in CFA and the reliability of the 
coefficient alpha (Nunnally, 1978) for respective scales are reported in Appendix 1. All 
standardized coefficients show high reliability of the measures (.75 to .92 for 
Bangladesh and .79 to .94 for Chile).  
Further, following Steenkamp and Baumgartner’s (1998) procedure, a measurement 
invariance test was conducted to verify the theoretical constructs and their adequacy of 
cross-national equivalence (between the Bangladesh and Chile data sets). For analyzing 
measurement invariance in cross-cultural research, it is necessary to assess metric 
invariance and factor variance-invariance. Metric invariance assesses whether the factor 
loadings are identical for each scale item across countries. If an item has metric 
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invariance, cross-national comparisons can be made based on different scores of the 
item (Steenkamp and Baumgartner, 1998). Factor variance invariance examines 
whether the variance of the latent variables are identical for each scale item across 
countries. If items are metrically invariant and if the factor variances are cross-
nationally invariant, the items are equally reliable across countries.  
We tested the measurement invariance of the Bangladesh and Chilean samples. The 
scales were assessed for invariance individually using CFA. We first estimated a multi-
group (two group) configural model as the base line, in which no cross group factor 
constraint was imposed. We allowed all item loadings, variances of the factors, error 
variances, item intercepts, and factor covariances to vary freely across the sample. As 
Table 1 reports, the results show that the two-group model (Model 1) with free factor 
loading fit the data well: χ2  (952) = 1,667.88, p< 0.000; IFI = 0.923; TLI= 0.914; CFI= 
0.922; and RMSEA = 0.042.  
Take in Table 1 
We then analyzed a two-group model (Model 2) to test metric invariance and factor 
variance-invariance to examine whether the factor loadings are identical for each scale 
item between the two countries. We constrained all the factor loadings to be equal 
between the Bangladesh and Chilean samples, but allowed error variances, item 
intercepts, and factor covariances to vary freely across the samples. We additionally 
forced the variances of the factors to be invariant across the samples. The estimation 
results suggest that this two-group model also fits the data well:  χ2 (977) = 1,719.79, p< 
0.000; IFI = 0.920; TLI= 0.913; CFI= 0.919; and RMSEA = 0.042. We then conducted 
a chi-square difference test to compare which model fits better the data. The analysis 
showed that the model with the factor loadings constrained had a worse fit than the 
unconstrained model (dif χ2 (25) = 51.91, p< 0.000). A search for which parameter 
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constraints were responsible for model fit revealed that two items from the scale 
opportunism and one item from the scale knowledge and experience were responsible 
for worsening the model. 
We then estimated partial metric invariance (Model 3) and ran a CFA model in 
which we forced all item loadings to be the same (metric invariance) and factor 
loadings to be the same (factor variance invariance), but allowed two items from the 
opportunism scale and one item from the knowledge and experience scale to vary 
freely. This model showed an improved better fit on the previous one: χ2 (974) = 
1,700.85, p< 0.000; IFI = 0.922; TLI= 0.914; CFI= 0.921; and RMSEA = 0.041. 
Overall, this analysis provides evidence that most of the scales are invariant across both 
countries, except for opportunism (2 items) and knowledge and experience (1 item).  
Thus, there is some evidence to suggest that the relationships specified are invariant 
across Chile and Bangladesh.  
Validity Check. Convergent and discriminant validities were assessed and verified 
differently. As reported in Appendix 1, the standardized regression weights for factor 
loading (greater than .47 for Bangladesh, with minimum t-value of 6.40, p < .001; and 
greater than .44 for Chile, with minimum t-value of 5.78, p < .001) in CFA were 
significant for both countries, which provides robust evidence of the convergent 
validity of the measures. Furthermore, average variance extracted (AVE) was 
calculated for each construct scale, which revealed that all AVEs were greater than .50 
for both contexts (Kim and Oh, 2002), providing strong support for the convergent 
validity of the measures. 
To check the discriminant validity of the measures, a χ2 difference test was 
conducted for each pair of constructs by comparing constrained and unconstrained 
models in one degree of freedom. The test results for both data sets show that the all 
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constrained (1 df, ) models were found to be significantly greater than the 
unconstrained models.1 Further, as shown in Appendix 1, the AVE for each construct 
was found to be greater than the corresponding composite construct correlations. We 
also calculated squared correlations and compared the scores with AVE. The results 
show that the highest squared correlation is .53 and the lowest AVE is .55, which 
provides additional evidence of the discriminant validity of the measures (Fornell and 
Larcker, 1981). 
5. Data Analysis and Findings 
Table 2 reports the means, standard deviations, and bivariate Pearson correlations of 
the constructs. The correlation matrix shows that all independent variables are 
significantly correlated with the dependent variable (as most coefficient betas are 
significant at p ≤ .01 or better). In addition, all IVs are also correlated with one another, 
but none of the coefficients exceed the reliability scores in both individual data sets 
(lowest alpha is .75 in Bangladesh and .79 in Chile, as shown in Appendix 1), which 
rules out problems of multicollinearity (Mason and Perreault, 1991). It should also be 
noted that all existing scales for measuring the IVs have appropriate levels of reliability 
and validity.  
Take in Table 2 
We tested our hypothesized structural equation model (SEM) through multi-group 
country-level analysis using the two data sets. Based on Cadogan et al.'s (2001) 
procedure, we first assessed whether model paths differed across the samples. First we 
estimated the unrestricted model, in which the factor loadings were constrained to be 
equal across the samples (except for two items from the scale opportunism and one 
item from the scale knowledge and experience) but the path coefficients were allowed 
to vary. Following that, we estimated a fully restricted model where each path 
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coefficient was constrained across the country samples (see Table 3). Comparing the 
fully unrestricted and restricted models provided information concerning the invariance 
of the model relationships. The increase in χ2 resulting from constraining path 
coefficients invariant across the samples (diff. χ2 = 29.17(9)) was not significant.  
Take in Table 3 
We undertook additional analysis to determine whether an improvement in model 
fit could be obtained by relaxing some of the paths invariance constraints. Following 
Cadogan et al. (2001), we restricted path coefficients one at a time to be equal across 
the two samples. For each partially restricted model, the tests statistic and fit indexes 
were examined relative to the fully unrestricted model. The results of this process 
identified five paths that, when allowed to vary across the samples, improved the model 
fit. The path estimates and t-values for the final model are reported in Table 4.  
Take in Table 4 
The final model was then compared with the fully unrestricted and the fully 
restricted models. The increase in χ2 resulting when comparing the fully unrestricted 
model to the final model was not significant (diff. χ2 = 21.67(4)). The final model 
represents an improvement on the fully unrestricted model and fits the data better than 
the fully restricted model. Table 3 shows the model fit scores, χ2/d.f., RMSEA, and 
related model comparison statistics such as IFI, TLI, and CFI of the final model. Thus, 
there is some evidence to suggest that the relationships specified are invariant across 
Bangladesh and Chile.  
As Table 5 shows, the standardized coefficients of eight variables are significant 
in both Bangladesh and Chile, and one coefficient is not significant in Bangladesh. 
More explicitly, the results of Hypotheses 1 and 2 indicate that importer trust (β = .37, p 
< .001 for Bangladesh and β = .53, p < .001 for Chile) and commitment (β = .66, p < 
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.001 for both samples) are positively related to importer performance. Therefore, 
Hypothesis 1 and Hypothesis 2 are fully supported.   
Take in Table 5 
The results of Hypothesis 3 suggest that importer transaction-specific investment 
is significantly, positively related to importer commitment in Chile (β = .09, p < .05) 
but is non-significant in Bangladesh (β = .05, p < .27). Thus, Hypothesis 3 is partially 
supported. The perceived effects of overseas supplier opportunism on importer trust are 
negative and significant in both contexts (β = –.31, p < .001 for both samples); thus, 
there is full support for Hypothesis 4. The results for Hypothesis 5 indicate that foreign 
supplier opportunism has a negative impact on importer commitment (β = –.07, p < .01 
in both samples); thus, Hypothesis 5 is supported. The results of Hypothesis 6 suggest 
that importer knowledge and experience are significantly, positively related to importer 
commitment in both Bangladesh (β = .32, p < .001) and Chile (β = .26, p < .001). 
Therefore, Hypothesis 6 is fully supported. For Hypothesis 7, the results suggest that 
the cultural similarity between the importer and foreign supplier is a significant, 
positive factor for importer trust (β = .23, p < .001 in both samples); thus, Hypothesis 7 
is fully supported. Similarly, Hypotheses 8 and 9 suggest that foreign supplier resource 
competency is significantly related to importer trust (β = .28, p < .001 for both samples) 
and importer commitment (β = .32, p < .001 for Bangladesh and β = .28, p < .001 for 
Chile). Thus, Hypothesis 8 and Hypothesis 9 are fully supported.   
Overall, the results of the cross-country analysis revealed that all hypothesized 
paths are significant and supported in Chile; however, one path is non-significant and 
unsupported in Bangladesh. This suggests that there are no differences between the 
perceptions of importers in Bangladesh and Chile in terms of the effects of cultural 
similarity, of supplier opportunism and supplier resource competency on importer trust 
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and commitment, of knowledge and experience and supplier resource competency on 
importer commitment, and trust and commitment on importer relationship performance.   
Further, to check for the mediating indirect effects of the variables on importer 
performance through trust and commitment, we followed a bootstrap approximation 
process that Kline (2005) and Byrne (2001) suggest.2 The cross-country analyses 
revealed that all standardized, indirect (i.e. mediated by trust and commitment) effects 
on importer performance are significant in Chile. These effects are in addition to any 
direct (unmediated) effect that the IVs in the model may have on importer performance. 
In contrast, three standardized, indirect (e.g. cultural similarity mediated by trust and 
opportunism and transaction-specific investment mediated by commitment) effects on 
importer performance are not significant in Bangladesh. These findings are consistent 
with the path analysis results.  
6. Discussion and Conclusions 
6.1 Discussion of Findings 
Prior research on international buyer-seller relationships has identified numerous 
drivers that surround exporter channel relationships, although most of this research has 
focused on the exporter’s perspective rather than on the importer’s point of view. 
Exporters and importers may differ in their relationship behaviour because of their 
different roles in the buyer-seller process (Lye and Hamilton, 2001; Overby and 
Servais, 2005). Furthermore, differences between countries and cultures have long been 
acknowledged as an explanation for different business practices (Hofstede, 1980) and 
relationship outcomes (Bstieler and Hemmert, 2008; Dyer and Chu, 2003; Huff and 
Kelley, 2003). Since past research has predominantly assessed the exporter’s 
perspective in developed markets, we have proposed a cross-country comparative study 
of importer-foreign supplier relationship behavior in two developing countries. 
 31
The results of the study explicitly suggest that trust and commitment are central to 
importers’ relational performance in both developing country contexts. The results of 
the effect of importer commitment on importer relationship performance lend support 
to the assertion of Sharma and colleagues (2006) that commitment is fundamental to 
enhancing relationship performance. This not only implies that importer commitment is 
the key to improving relationship performance in a developing country context, but also 
validates the developed country findings on the effectiveness of relationship 
commitment and its performance outcome (Skarmeas et al., 2002). As a result, it is 
important for import managers from both developing and developed countries to 
emphasize their long-term commitment to foster relationship effectiveness and improve 
relationship performance. Although Zaheer and Zaheer (2006) proposed that the 
consequences of trust can vary across cultures, our results show that for both 
Bangladesh and Chile, trust has a positive effect on importers’ relationship 
performance.  Furthermore, the results of the invariance test suggest that the perception 
of importer trust does not differ systematically cross both countries. The findings are 
also congruent with assertions that trust leads to relationship effectiveness (Moore, 
1998), intention to stay in the relationship (Ruyter et al., 2001), and increased 
satisfaction and financial performance (Siguaw et al., 1998). 
Regarding the effect of cultural similarity between an importer and a foreign 
supplier on trust, the results show that an importer’s perception of cultural similarity 
with a foreign supplier is significantly correlated with the importer trusting that 
supplier, in both Bangladesh and Chile.  This finding is consistent with theoretical 
arguments (Johanson and Vahlne, 1977) and with past findings reported in Conway and 
Swift (2000). Nevertheless, the significant result of the effect of cultural similarity 
between an importer and a foreign supplier on importer trust suggests that, due to the 
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collectivistic and risk-averse cultural trait of both countries (Hofstede, 1980), importers 
are more likely to prefer suppliers from culturally similar markets for developing long-
term relationships (Hewett et al., 2006). However, this finding is contrary to the 
assertion by Ha and colleagues (2004) who found that exporter cultural background did 
not limit importers to develop relationships only with culturally similar suppliers.  
When considering importer knowledge and experience, its positive impact on 
importer commitment is a new contribution to the literature. The findings from both 
Bangladesh and Chile support the theoretical notion that knowledge gained through the 
experience of business activities in a specific overseas market is a significant means of 
increasing commitment to that foreign market (Johanson and Vahlne, 1990). This result 
also supports the argument that international knowledge and experience is not only 
essential for the export operations of the firm but also essential for the importing 
process, which has strong influence on importer commitment (Karlsen et al., 2003). 
This suggests that an importer’s knowledge and experience is crucial in international 
business, because it helps build relationship commitment to a foreign supplier.  
The findings also show that transaction-specific investments made by Chilean 
importers exhibit a positive impact on commitment to the foreign supplier. However, 
this is not evident in the perceptions of importers in Bangladesh. The Chile finding is 
consistent with previous studies conducted in developed countries (Skarmeas et al., 
2002), and suggests that investing in transaction-specific elements encourages exporters 
to adopt an enduring relationship with importers, yet transaction-specific investments 
made by Bangladeshi importers are not related to commitment to foreign suppliers. One 
explanation of this result is that perhaps in Bangladesh only committed importers invest 
in transaction-specific facilities, which therefore tie them further to a long-term 
importer-supplier relationship. This may be a result of the wealth differences between 
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countries, which lead lower income developing countries to invest only when there is 
previous commitment to the relationship, since transactions-specific investments are 
not easily redistributed and have little salvage value in other relationships (Williamson, 
1981). Another explanation may be related to the fact that commitment development 
may vary according to cultural context. For example, Sharma and colleagues (2006) 
found that for collectivistic cultures, group affiliation is more important than individual 
preferences in international trading relationships, and the Indian culture is found less 
collectivistic than the Chilean culture (Hofstede, 1980).  
The results in terms of the effect of supplier opportunism on importer trust and 
commitment are consistent with previous studies conducted in developed nations 
(Morgan and Hunt, 1994). These findings imply that there is no difference in the 
perceptions of importing managers from Chile and Bangladesh that supplier 
opportunism hinders long-term trustworthiness and commitment to relationship. These 
results are also consistent with Money and colleagues (1998), who found that industrial 
buyers in Latin America were more likely than US firms to continue purchasing from 
sellers when they perceived that the relationship with those suppliers were strong. This 
was explained by differences in national culture driven primarily by the uncertainty 
avoidance dimension of culture (Money et al., 1998).  
Finally, the results of the impact of supplier resource competency on importer trust 
and commitment indicate that suppliers’ resources and capabilities drive importer trust 
and a committed relationship. This is new empirical evidence for the literature and is 
consistent with the conceptual argument that suppliers’ resources and capabilities 
influence importing firms’ selection decisions to seek out competitive advantage 
(Masella and Rangone, 2000). This implies that importers’ perceptions of higher 
resource competency from a specific supplier lead to higher importer trust and 
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commitment to that foreign supplier. The supplier’s resources and capabilities tend to 
bind both partners, resulting in a more committed relationship as long as the supplier 
continues to deliver a competitive, competent offer to the importer. This study validates 
using RBV (Barney, 1991) to investigate importer relationship behavior, where tangible 
and intangible supplier firm resources and capabilities are found to be relevant for 
increasing importer trust and commitment in both Bangladesh and Chile.  
6.2. Managerial Implications  
To business practitioners, this research pinpoints a particular challenge faced by 
importers in managing their relationships with overseas suppliers in order to achieve 
better performance. This study provides some guidance for both importing and 
exporting firms in their quest for building successful business relationships. 
Specifically, importer firms must recognize that they play a significant role in the 
international exchange process, and that understanding their relationship performance 
outcomes with a foreign supplier is imperative. Our research suggests that there are 
several key factors that import managers must consider to enhance relationship 
performance for long-term international business gain. The findings of this study are 
expected to help practitioners to formulate relationship strategies with foreign suppliers.  
We argue that trust and commitment play a pivotal role in the success of ongoing 
relationships between importers and their foreign suppliers. Importer trust in a foreign 
supplier is effective when suppliers are competent and provide relatively superior 
facilities as opposed to opportunistic proclivity. Importer commitment to a foreign 
supplier is strong and enduring when importers perceive that the supplier is not 
opportunistic, is knowledgeable and experienced with the product market, and when 
they perceive an advantage in importing from that supplier. Cultural similarity between 
the importer and a foreign supplier is a potential predictor of importer trust; thus, 
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import managers should build committed relationships with suppliers from a similar 
cultural context.  
6.4. Limitations and Future Research Directions 
The evidence reported in this study should be interpreted in light of several 
limitations inherent in the research. First, the findings must be interpreted with caution 
when attempting to generalize to other contexts. It should be remembered that this 
study was conducted within a specific business setting and context: importing firms 
from Chile and Bangladesh trading directly with foreign suppliers. Testing the external 
validity of these findings requires replication of this study in other countries and 
contexts. Furthermore, although this empirical investigation focuses on the importer 
perspective, it does not account for the other side of the dyad, which may limit the 
understanding of overall importer behavior.  
Second, the findings are based on managers’ self-reported perceptions of trust, 
commitment, and relationship performance at a single point in time rather than as a 
longitudinal assessment. Thus, the cross-sectional design employed in the study 
prevents us from making causal inferences regarding the links between the variables. 
Our conclusions are based only on associations between antecedents and outcome of 
trust and commitment. It does not reflect the dynamic nature of the relationship 
phenomenon that occurs between an importer and exporter over time. In addition, the 
response rate of the survey in Chile (21.5%) was lower than in Bangladesh (43.7%), 
although this rate is not dramatically different from response rates reported by other 
export-import studies using electronic surveys (Diamantopoulos and Kakkos, 2007).  
Future research should focus on exploring additional cross-border exchange 
relationship variables such as the role of control, compliance, satisfaction, and conflict 
on importer trust and commitment. Additionally, an interesting extension to this 
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research could be to replicate it in other developing country contexts from different 
continents (e.g. South-East Asia or Africa).  
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Footnotes 
 
1The results of the analyses are available from the authors on request. 
2The detailed results of the bootstrap analyses are available from the authors on request. 
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 Figure 1: Proposed Conceptual Framework 
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Table 1: Invariance Measures for the Unrestricted, Restricted and Partially Restricted Models 
 
Models χ2Value df χ2 difference RMSEA IFI TLI CFI χ2/ df 
Model 1:  
Unrestricted Model 
 
1667.88 
 
952 
 
--- 
 
0.042 
 
0.923 
 
0.914 
 
0.922 
 
1.752 
Model 2: Metric + Factor 
Variance/Invariance 1719.79 977 
CMIN=51.91 
Df=25 <.001 
 
0.042 
 
0.920 
 
0.913 
 
0.919 
 
1.760 
 
Model 3: Partial Model 
1700.85 974 CMIN=18.95 Df=3 p=0.62 
 
0.041 
 
0.922 
 
0.914 
 
0.921 
 
1.746 
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Table 2: Means, Standard Deviations, and Correlation Matrices for Chile and Bangladeshi (BD) 
 
Constructs Mean Standard Deviation 1 2 3 4 5 6 7 8 
 Chile BD Chile BD         
1. Trust 6.12 5.85 .81 .93 1.00 .36** .46** .25** -.51** .50** .31** .48** 
2. Cultural Similarity 5.53 5.23 1.14 1.03 .59** 1.00 .31** .28** -.36** .32** .32** .33** 
3. Supplier Resource Competency 5.31 5.75 .97 .794 .47** .52** 1.00 .24** -.44** .49** .34** .50** 
4. Transaction Specific Investment 4.26 4.86 1.72 1.34 .11 .23** .42** 1.00 -.16* .24** .27** .31** 
5. Opportunism 2.48 2.63 1.30 1.35 -.61** -.40** -.28** .09 1.00 -.44** -.31** -.39** 
6. Importer Relationship Performance 5.79 5.89 1.04 1.01 .65** .58** .69** .33** -.46** 1.00 .39** .48** 
7. Knowledge & Experience 5.90 6.01 .82 .79 .22** .35** .27** .19** -.10 .33** 1.00 .54
** 
8. Commitment 5.81 6.10 .92 .84 .47** .46** .48** .32** -.26** .73** .42
** 1.00 
 
Remarks: The lower triangular figures (matrix) demonstrate the correlations for Chile and the upper italic triangular matrix shows the correlations for Bangladesh. **Correlation is significant at the 0.01 level. 
*Correlation is significant at the 0.05 level for both Chile (N = 204) and Bangladesh (N = 232). 
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Table 3: Fit Measures for the Fully Restricted, Unrestricted, and Final Models 
 
Models χ2Value df RMSEA IFI TLI CFI χ2/ df 
Fully Unrestricted Model  
1700.85 
 
974 
 
0.041 
 
0.922 
 
0.914 
 
0.921 
 
1.746 
Fully Restricted Model (restricted all 
paths) 1730.02 983 
 
0.042 
 
0.919 
 
0.913 
 
0.919 
 
1.762 
 
Final Model 
1722.52 978 
 
0.042 
 
0.920 
 
0.913 
 
0.919 
 
1.761 
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Table 4: Fit Measures for the Fully Unrestricted and Partially Restricted Models 
 
Influence held  
Invariant (+) 
χ2 Value (df) ∆ χ2  
(∆ df) 
RMSEA IFI TLI CFI Invariance 
Supported? 
None – Fully 
Unrestricted Model 
 
1700.85(974) 
 
---- 
 
0.041 
 
0.922 
 
0.914 
 
0.921 
 
---- 
Trust – Importer Relationship 
Performance 1700.86(975)c 0.01(1) 
 
0.041 
 
0.922 
 
0.914 
 
0.921 
 
No 
Commitment – Importer 
Relationship Performance 1715.38(975)a 14.53(1) 
 
0.041 
 
0.922 
 
0.914 
 
0.921 
 
Yes 
Trust – Commitment 1701.69(975)c 0.84 (1) 
 
0.041 
 
0.922 
 
0.914 
 
0.922 
 
No 
Opportunism – Trust 1701.92(975)c 1.07(1) 
 
0.041 
 
0.922 
 
0.914 
 
0.921 
 
No 
Opportunism – Commitment 1703.69(975)b 2.84(1) 
 
0.041 
 
0.921 
 
0.914 
 
0.921 
 
Yes 
Knowledge and Experience – 
Commitment  1701.56(975)c 0.71(1) 
 
0.041 
 
0.922 
 
0.914 
 
0.921 
 
No 
Cultural Similarity – Trust 1703.23(975)b 2.38(1) 
 
0.041 
 
0.922 
 
0.914 
 
0.921 
 
Yes 
Supplier Resource Competency – 
Trust 1705.60(975)b 4.75(1) 
 
0.042 
 
0.921 
 
0.914 
 
0.921 
 
Yes 
Supplier Resource Competency – 
Commitment 1702.85(975)c 2.00(1) 
 
0.041 
 
0.922 
 
0.914 
 
0.922 
 
No 
 
+ Only one path held invariant at a time 
a  Significant at p<0.01 
b  Significant at p<0.05 
c  Significant at p<0.10
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Table 5: SEM Output for Hypothesized Relationships: Final Model 
 
 Standardized Parameter Estimates 
Independent Variables Dependent Variable: Importer Performance 
 Bangladesh Both Samples Chile 
H2:  Importer Trust 0.369 (6.59) ***   0.533(9.98) *** 
H1:  Importer Commitment  0.661(9.88) ***  
 Dependent Variable: Importer Commitment  
 Bangladesh Both Samples Chile 
H3:  T. Specific Investment 0.050(1.11)  0.091(2.28)* 
H5:  Opportunism  -0.069(-2.65) **  
H6:  Knowledge & Exp. 0.316(5.84) ***  0.259(4.11) *** 
H9:  Supplier Resource 
Competency 0.318(4.50) ***  
0.278(3.96) *** 
 Dependent Variable: Importer Trust 
 Bangladesh Both Samples Chile 
H4:  Opportunism -0.312(-6.69) ***     -0.369(-7.71) *** 
H7: Cultural Similarity  0.226(4.23) ***  
H8:  Supplier Resource 
Competency  0.276(4.77) *** 
 
 Model Fit: χ2 = 1722.52 (978); χ2/d.f. = 1.761; RMSEA = .042, IFI = .920, TLI = .913, CFI = .919 
***Significant at p< .001, **Significant at p< .01 and *Significant at p< .05. 
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Appendix 1: Findings of Confirmatory Factor Analysis 
Constructs Operationalization of the Constructs 
Loading* 
BD/Chile 
t-Value** 
BD/Chile 
Cultural Similarity 
Alpha: 
BD = .86, Chile = .86 
AVE: 
BD = .62, Chile = .59 
The styles of our greeting/address/introductions are similar to those of the supplier .67 / .71 10.54 / 10.91 
Our business practice (such as keeping appointments and meeting on time) are similar to those of the supplier ***   
Our legal formalities that influence business negotiations are similar to those of the supplier .70 / .77 11.97 / 12.61 
Our standards of ethics and morals in business are similar to that of the supplier .84 / .79 15.15 / 12.15 
The uses of contracts and agreements in our business are similar to those of the supplier’s business practice .86 / .82 16.15 / 13.62 
Supplier Resource 
Competency 
Alpha: 
BD = .75, Chile = .79 
AVE:  
BD = .55, Chile = .59 
This supplier has a better quality product than other suppliers .78 / 74 11.95 / 11.53 
This supplier offers better warranties than other competitive suppliers .78 / .79 12.75 / 12.89 
This supplier offers more competitive prices than other suppliers***   
This supplier has better knowledge of supply chain than other suppliers***   
This supplier has more knowledgeable salespeople than other suppliers .47 / .60 6.40 / 7.59 
This supplier offers frequent and timely delivery services .60 / .69 8.37 / 9.54 
Importer Transaction
Specific Investment 
Alpha: 
BD = .82, Chile = .88 
AVE: 
BD = .56, Chile = .66 
We have invested substantially in personnel dedicated to this source of supply .69 / .63 10.65 / 9.33 
We have invested a great deal in building up this supplier’s business***   
We have made substantial investments in facilities dedicated to this supplier’s product line***   
If we switched to a competing source, we would lose a lot of the investment we have made in this supplier .80 / .92 13.15 / 17.11 
If we decided to stop working with this supplier, we would be wasting a lot of knowledge regarding their method of operation .67 / .85 10.78 / 14.21 
We have made significant investments to display and promote this supplier’s product .75 / .81 12.08 / 13.30 
Supplier Opportunism
Alpha:  
BD = .86, Chile = .84 
AVE: 
BD = .62, Chile = .58 
This supplier exaggerates their needs in order to get what they desire .79 / .63 13.71 / 9.51 
This supplier sometimes breaches formal or informal agreements for their own benefit .93 / .85 17.73 / 13.78 
This supplier sometimes alters facts to get what they want***   
Good faith bargaining is not a hallmark of this supplier’s negotiation style .70 / .69 11.70 / 10.66 
This supplier has benefited from our relationship to our own detriment .68 / .87 11.20 / 14.65 
Importer Knowledge   
and Experience 
Alpha: 
BD = .86, Chile = .80 
AVE:  
BD = .61, Chile = .56 
Market knowledge, Limited /  Substantial .83 / .73 13.89 / 11.45 
Familiarity with market needs, Limited /  Substantial .79 / .88 13.81 / 14.49 
Overall experience, Limited /  Substantial .80 / .81 14.59 / 13.33 
Knowledge about supplier’s preferred steps, Limited /  Substantial .68 / .55 10.943 / 7.70 
Knowledge about the technical attributes, Limited /  Substantial***   
Importer Trust 
Alpha: 
BD = .90, Chile = .82 
AVE:  
BD = .70, Chile = .62 
Our major supplier has generally been  honest .87 / .85 16.20 / 14.97 
Our major supplier is truthful .91 / .88 17.78 / 16.19 
Promises made by the supplier are reliable***   
This supplier is open in dealing business with us .81 / .44 14.53 / .5.78 
This supplier has a high degree of integrity .75 / .87 12.94 / 13.90 
Transactions with this supplier do not need close supervision***   
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Importer 
Commitment 
Alpha: 
BD = .91, Chile = .80 
AVE:  
BD = .69, Chile = .55
We devote more time to this supplier when it needs help***   
We respond quickly to this supplier when it needs help .69 / .55 11.51 / 7.62 
We expect to increase our purchase from this supplier in the future whatever product he / she can supply .91 / .68 17.94 / 10.52 
We expect to maintain / continue working with this supplier for long time .92 / .84 18.18 / 14.62 
We have intentions to develop and strengthen this relationship over time .85 / .89 15.95 / 15.22 
We feel very satisfied with the level of cooperation we get from this supplier .74 / .62 12.64 / 8.65 
Importer Relationship 
Performance 
Alpha: 
BD = .92, Chile = .94 
AVE:  
BD = .76, Chile = .81
The relationship between our firm and this supplier has been very productive .75 / .91 13.14 / 16.87 
We have found the time and effort spent on this relationship very worthwhile .83 / .94 15.44 / 17.66 
The relationship between our firm and this supplier has been very effective .95 / .90 19.18 / 16.35 
We have very rewarding relationship with this supplier .94 / .85 18.62 / 14.70 
 
BD = Bangladesh,  
AVE = average variance extracted  
*standardized factor loading,  
**All t-values are significant at .001 level, 
*** Items excluded from the analyses. 
 
